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“ Never Give Up On What You Really Want To Do. The 
Person With Big Dreams Is More Powerful Than One With 
All The Facts ” 
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Internet berkembang dengan sangat pesat di jaman ini. Salah satu fungsinya 
adalah untuk mendukung transaksi jual-beli atau yang lebih dikenal sebagai e-
commerce. Berdasarkan data terbaru dari Kominfo, pengguna Internet di 
Indonesia telah mencapai 83 juta pengguna di tahun 2014 dan menduduki posisi 
ke enam dunia dalam hal jumlah pengguna internet. Berdasarkan data riset 
Markplus Insight tahun 2013, ternyata hanya 2.5% dari responden memilih kartu 
kredit sebagai metode pembayarannya dalam berbelanja online.  
 
Berdasarkan uraian tersebut, maka peneliti membahas faktor-faktor yang 
mempengaruhi kepercayaan  dan niat pembelian kembali konsumen pada website 
online Airasia.com. Faktor yang mempengaruhi adalah Trust para pelanggan, 
yang mencakup Fulfilment, Privacy, System Availability, Contact. Faktor tersebut 
menjelaskan tentang niat pembelian kembali pada website Airasia.com. 
 
Penelitian ini menggunakan desain riset deskriptif dengan metode Non-
Probability Sampling dengan teknik Judgemental Sampling. Data dikumpulkan 
menggunakan kuisioner pada responden sebanyak 235 responden yang merupakan 
pelanggan yang pernah melakukan pembelian online di Airasia.com. Data 
kemudian diolah menggunakan Structural Equation Modelling. 
 
Terdapat hubungan secara tidak langsung antara Trust dengan Repurchase 
Intentions melalui Fulfilment, Privacy, System Availabiliy, dan Contact. 
Fulfilment berpengaruh positif terhadap Repurchase Intention yang dicirikan oleh 
terpenuhinya  harapan tercapainya sebuah kepuasan.  
Tabel 2-1 
Kata Kunci: Fulfilment, Privacy, System Availability, Contact, Trust, Perceived 
Usefulness, Perceived Ease Of Use, Repurchase Intention, Enjoyment. 
 
 
Analisis pengaruh ..., Cindy Natalia, FB UMN, 2015




Internet is growing very rapidly in this era. One of its functions is to support the 
transaction or better known as e-commerce. Based on the latest data from the 
Communications and Information Technology, the number of Internet users in 
Indonesia has reached 83 million users in 2014 and occupied the sixth of the 
world in terms of number of Internet users. Based on research data Markplus 
Insight in 2013, only 2.5% of respondents chose a credit card as a method of 
payment in online shopping. 
 
Based on these descriptions, the researchers discuss the factors that influence 
Trust and Repurchase Intetion consumer online on the website Airasia.com. 
Factors that influence is customer’s trust, which include Fulfillment, Privacy, 
System Availability, Contact. These factors describe the Repurchase Intention on 
the website Airasia.com. 
 
This study used a descriptive research design with Non-Probability Sampling 
method with judgmental sampling technique. Data were collected using a 
questionnaire from 235 respondents who are customers who have ever made a 
purchase online in Airasia.com. The data is then processed using Structural 
Equation Modeling. 
 
There is a relationship between  Trust indirectly by Repurchase Intentions through 
fulfillment, Privacy, System Availabiliy, and Contact. Fulfillment is positive 
influence on Repurchase Intention that mean Fulfillment is expectations to 
achieve a satisfaction. 
 
Keywords: Fulfillment, Privacy, System Availability, Contact, Trust, Perceived 
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